Consumer trust plays an important role in adoption of any technology. This study targets to determine the psychological elements that affect the consumers' trust in adoption of m-commerce. Many researchers investigate the said factors in e-commerce and online retailing, m-commerce in broad sense resembles with e-commerce but since mobile device is smaller in size so the psychological factor specifically consumer trust becomes more critical. This study focusses on partition of psychological factors that revolve around three main categories, i.e., personality-based, internal perception-based and external perception-based factors. Data is collected from 222 university students having temptation and experience of m-commerce. Subsequently, regression analysis is made in order to test the hypothesis. The research carried out on the element of psychological factors of consumers in m-commerce, reveals that among the said categories while adopting m-commerce, internal perception-based factors are the key determinants of consumer trust.
consumers. In the past studies, consumer trust is treated as an independent variable in the adoption of m-commerce.
Trust is a complex construct because previous researchers have defined it from different perspective and disciplines and there is not a specific definition of trust. Trust is related to the psychology of consumers emotionally and logically. Emotionally, it is where one exposes the vulnerabilities to people or entity with the belief that they will not get advantage of its openness. Logically, it is where one assessed the probabilistic ratio of benefits and losses, calculating estimated utility based on hard performance data, and concluded that the person or entity in question will act as a predictable way. According to Rousseau, (1998) trust is defined as "a psychological state comprising the intention to accept vulnerability based upon positive expectations of the intentions or behavior of another". Trust becomes more critical in online processing rather than in an offline mode. In online processing the consumers and sellers have no direct physical contact and the consumer cannot be seen or touched the product. There is no doubt that consumers' trust is very important in adoption of any new technology, such as m-commerce. We consider trust as an intermediate variable in the adoption of m-commerce. In this study we examined that how psychological factors affect the consumers' trust in m-commerce adoption. In our study, we categories these psychological factors into three groups: personality-based factors, internal perception-based factors and external perception-based factors, and measure the effect of these factors on consumers' trust in adoption of m-commerce.
The remaining portion of this article is organized as follows: Section 2 describes the research model and hypotheses development. Section 3 describes the research methodology including data collection and data analysis. Section 4 describes hypothesis testing and results. Finally, conclusions discuss in section 5.
Research Model and Hypotheses Development

Psychological Factors and Consumers' Trust in M-Commerce
Trust is related the psychology of the consumers and different researcher defined it in different way. Trust is one party's psychological expectations that another party will not engage in opportunistic behaviors (Mayer, 1995) . It is also defined the inclination of a party to be vulnerable to the action of another party. We have grouped the psychological factors into three categories which affect the consumers' trust in adoption of mobile commerce.
1) Personality-based factors;
2) Internal perception-based factors;
3) External perception-based factors.
From the previous literature, a conceptual model based on the above three factors is depicted in Figure 1 . This shows the hypothesized effects of these factors on consumers' trust in adoption of m-commerce.
Personality-Based Factors and Trust in M-Commerce
According to Dibb et al. (1994) the personality contains of "all the internal traits and behaviors that make a person unique". To examine the impact of personality-based factors on consumers' trust in adoption of m-commerce, we used the Big Five personality framework presented by (McCrae & Costa, 1987) . In the field of psychology, to understand the individual's personality is not so simple but the Big Five model is widely accepted personality taxonomy that consists of five factors: Extraversion, agreeableness, open to experience, conscientiousness and neuroticism. All the stated factors are defined in the forthcoming section; in previous literature many researchers have explained these factors in different ways (Angenent, 1998; Gleitman, 1995; Olson, 1998; Rita et al., 2004) .
Extraversion can be defined people focused on outside world. Extraverts feel happy and comfortable among other people's company. These people are very careless, social able and usually adapt the change quickly. It can also be stated that extraverts' people trust on other people and entity easily.
Agreeableness can be defined as the people who have positive beliefs toward others and give value to their suggestions. These types of people perceived that others will give respect to their emotions and will not misguide them. On the other hand people who score low on agreeableness give less importance to other's ideas and suggestions. Therefore, people high in agreeableness are trust on others easily.
Openness to experience can be defined as the people who are open minded. Open minded people usually make liberal decisions. The people who are low in openness to experience are very conservative and careful in decision making. Open minded people adapt the new technology just for experience, so we can say that these people can trust easily.
Conscientiousness can be defined as the people who are very careful in decision making; they always make the plan and then follow them. More conscientious people usually associated with trust negatively, they are not quick www.ccsenet.org/ibr International Business Research Vol. 7, No. 5; 2014 adapter of changes.
Neuroticism is defined as the people who are emotionally instable, pessimism and have not confident in practical life. These kinds of people always think there is going something wrong with them. They are very pessimistic, and they are not quick to adapt the change. In addition, they tend to be more serious and cautious in making decisions. According to the aforementioned definition, our hypotheses are as:
H1: Personality-based factors such as extraversion, agreeableness and openness to experience will have a positive influence on consumers' trust in adoption of m-commerce.
H2:
Personality-based factors such as conscientiousness and neuroticism will have a negative influence on consumers' trust in adoption of m-commerce.
Internal Perception-Based Factors and Consumer Trust in M-Commerce
Internal perception means the consumers' belief about the technology internally, that how much it's easy and useful. According to Liyi et al. (2012) technology acceptance model (TAM) pays attention on consumers' internal perceptions. Davis (1989) proposed the (TAM) technology acceptance model, perceived usefulness and perceived ease of use are two constructs of this model. In our study, we measure the effect of these two variables on consumers' trust in the adoption of m-commerce.
Perceived Usefulness (PU)
Perceived usefulness is defined as "the degree to which a person believes that using a particular system would enhance his or her job performance" (Davis, 1989) . The effect of perceived usefulness on intention to adopt m-commerce has been validated in many existing studies (Luarn & Lin, 2005) . Several researchers have argued that perceived usefulness will have a positive effect on consumers' trust in e-vendor and in e-commerce (Chau, Hu, Lee, & Au, 2007; Pavlou, 2003; Tang & Chi, 2005) . Wong et al. (2005) suggested that the usage of m-commerce is strongly driven by the usefulness of mobile service, which includes ubiquity, personalization, localization timeliness and network stability. Logically, as the technology more useful, it will positively influence consumer trust to adopt. So we can hypothesize that:
H3: PU will have a positive influence on consumers' trust in adoption of m-commerce.
Perceived Ease of Use (PEOU)
It is generally accepted that perceived ease of use has a significant and positive relationship with user intention to adopt new technology. Perceived ease of use is defined as "the degree to which a person believes that using a particular system would be free of effort" (Davis, 1989) . Xu et al. (2004) highlighted the significant effect of perceived ease of use of the website on online trust. Several researchers have argued that perceived ease of use will have a positive effect on consumers' trust in e-vendor and in e-commerce (Chau, Hu, Lee, & Au, 2007; Pavlou, 2003; Tang & Chi, 2005) . As the usage of m-commerce will be easy and free of efforts consequently consumer's trust in adoption of m-commerce will positively influenced. This research hypothesizes that:
H4: PEOU will have a positive influence on consumers' trust in adoption of m-commerce.
External Perception-Based Factors and Trust in M-Commerce
External perception-based factors mean those factors which affect the consumer believes externally about the technology. According to Liyi et al. (2012) theory of planned behavior (TPB) pays attention on users' external perceptions about technology. Social influence, perceived risk and cost are external factors that affect consumers' trust in the adoption of mobile commerce.
Perceived Risk (Risk)
Perceived risk can be described as a consumer's belief about the possible undefined negative outcomes from the online transaction (Kim et al., 2008) . Hansson (2004) stated that risk as a possible but not certain future harm, or the probability of such a harm, or the expected disutility of such a harm. Trust is defined as the willingness, in expectation of beneficial outcome while risk is defined potential of loss (an undesirable outcome) resulting from a given action or activity. So we can say that trust and risk are negatively associated with each other. This research hypothesizes that:
H5: Perceived risk will have a negative influence on consumers' trust in adoption of m-commerce.
Social Influence (SI)
Social influence occurs when one's emotion, opinion or behaviors are affected by others. Wei et al. (2009) H6: Social influence will have a positive influence on consumers' trust in adoption of m-commerce.
Cost
In previous research (Agarwal et al., 2007) stated that price is one of the main barriers for user to adopt technology. Wei et al. stated that cost is one factor that can slow the development of m-commerce. In previous literature we did not find the relationship between cost and trust in adoption of m-commerce. In m-commerce there are three types of cost involved: technology, mobile network and transaction cost. So logically, economic point of view cost negatively influenced the consumer trust in adoption of m-commerce. According to previous researches cost has also direct negative impact on adoption of m-commerce. This research hypothesizes that:
H7: Cost will have a negative influence on consumers' trust in adoption of m-commerce.
H8: Cost will have a negative influence on adoption of m-commerce.
Trust
Trust plays significant role in business transaction, but in case of online transaction it becomes more serious like in e-commerce or m-commerce. Trust is a key factor which affects consumer decisions to adopt technologies such as e-commerce (Alain, 2013) . Gefen et al. (2003) argues that trust is able to influence consumer's intentions to buy online. They also stated that trust is developed by the belief that an e-vendor will not achieved by dishonest behavior, having security mechanisms built in website, having a typical interface and ease to use. According to Rousseau trust is defined as "a psychological state comprising the intention to accept vulnerability based upon positive expectations of the intentions or behavior of another". This research hypothesizes that:
H9: Trust will have a positive influence on adoption of m-commerce. 
Methodology
Sampling and Data Collection
In order to test the hypotheses, a survey questionnaire was developed. The survey was translated into Chinese language by a language instructor for better understanding of respondents. The survey questionnaire was pre-tested with twenty five students who are the user of m-commerce, and two university professors, whose main research area are in the field of e-commerce and e-business. We believe that students are a very good target group for a research study in the field of m-commerce, because they can be the frequent users of mobile devices with respect to buying and other online activities. The questionnaires were distributed in various departments in 
Variable Measurement
In this research, the independent and dependent variables used are adapted from previous literature Alain et al. (2012) , Kim, Chan and Gupta (2007) , Rita (2004) and Mertinez and John (1998) . 42 items were used to measure the 11 independent variables in this study and 4 questions were used to measure the dependent variable. The demographic variables are measured in term of gender, age, and education level and m-commerce experience. The independent variables and dependent variables are measured on a seven-point Likert Scale ranging from 1 (strongly disagree) to 7 (strongly agree).
Scale Reliability
The reliability of the constructs was tested through Cronbach's alpha. The reliability coefficients (α) of the variables are shown in Table 2 . According to Rita et al. (2004) an alpha of 0.50 or higher indicates a sufficient level of internal reliability. The reliability coefficients (α) of all independent variables are above 0.60 that confirming the items used to measure the constructs are reliable. As we can see from Table 2 majority of constructs lie between 0.60 to 0.80 which shows that coefficients (α) of all independent variables are reliable.
Hypotheses Testing and Results
Regression analysis was used to test the hypotheses in this study. In first step measured the effect of all independent variable on consumers' trust in which the f-ratio of regression is 8.68 and statistically significant (P < 0.01). And in second step measured the effect of trust and cost on the adoption of m-commerce in which f-ratio is 26.92 statistically significant (P < 0.01).
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Conclusion
Personality-based, internal perception-based and external perception-based factors are hypothesized to observe the effect of these factors on consumers' trust in the adoption of m-commerce. A comprehensive survey is carried out with the aim to analyze the factors that predict consumer trust in adoption of m-commerce. It has been found that internal perception-based factors are main determinants of consumers' trust in adoption of m-commerce. Perceived usefulness (PU) and perceived ease of use (PEOU) are used as perception-based factors. The technology acceptance model (TAM) of Davis revolves around the factor that perceived usefulness and perceived ease of use have positive influence on adoption of technology while our study proved it that from psychological aspect that the same two factors also have positive influence on consumers' trust in adoption of m-commerce. In personality-based factors we have examined five factors. Among them, extraversion, agreeableness and open to experience have positive impact on consumers' trust in adoption of m-commerce while merely agreeableness could achieve the significant level. Conscientiousness and neuroticism, the two remaining personality-based factors have negative effect on consumers' trust in adoption of m-commerce and also couldn't reach the significant level. Thus, it is deduced that personality-based factors are not so vital in determining the trust while adopting m-commerce. Likewise, the external perception-based factors such as social influence, perceived risk and perceived cost did not prove any impact on consumer trust in adoption of m-commerce. Consequently, our research study concludes that with the ease of the technology along with its usefulness, consumer trust gets enhance remarkably.
